Handbook for

Promoting Behavior-Based
Energy Efficiency
In Military Housing

Prepared for the

U.S. Department of Energy

Office of Energy Efficiency and Renewable Energy
Federal Energy Management Program

Prepared by

Pacific Northwest National Laboratory
Andrea H. McMakin

Regina E. Lundgren

Elizabeth L. Malone

August 1999




DISCLAIMER

This report was prepared as an account of work sponsored by an agency of the
United States Government. Neither the United States Government nor any
agency thereof, nor Battelle Memorial Institute, nor any of their employees,
makes any warranty, express or implied, or assumes any legal liability or
responsibility for the accuracy, completeness, or usefulness of any infor-
mation, apparatus, product, or process disclosed, or represents that its
use would not infringe privately owned rights. Reference herein fo any spe-
cific commercial product, process, or service by trade name, tfrademark, manu-
facturer, or otherwise does not necessarily constitute or imply its endorsement,
recommendation, or favoring by the United States Government or any agency
thereof, or Battelle Memorial Institute. The views and opinions of authors
expressed herein do not necessarily state or reflect those of the United States
Government or any agency thereof.

PACIFIC NORTHWEST NATIONAL LABORATORY
operated by
BATTELLE
for the
UNITED STATES DEPARTMENT OF ENERGY
under Contract DE-ACO6-76RLO 1830

Printed in the United States of America

Available from DOE's Energy Efficiency and Renewable Energy Clearinghouse,
1-800-363-3732, P.O. Box 3048, Merrifield, VA 22116, www.eren.doe.gov, fax: 202-586-3000

This document was printed on recycled paper.



Handbook for Promoting
Behavior-Based Energy
Efficiency in Military Housing

Andrea H. McMakin
Regina E. Lundgren
Elizabeth L. Malone®

August 1999

Prepared for
the U.S. Department of Energy
under Contract DE-AC06-76RLO 1830

Pacific Northwest National Laboratory
Richland, Washington 99352

(a) Battelle's Washington Office, Washington, DC



"We must generate efficiencies internally.
I would argue that we simply need to capture
the same sort of innovation and energy
that we see in the warfighting side
and bring it throughout the system.”

John Hamre
Deputy Secretary of Defense
May 13, 1999



Contents

PPEfACe ... iii
ACKNOWIEAGMENTS ... iv
L0 INTrOdUCTION .o 1
11 BACKGroUNd ..ottt 1
1.2 Purpose and AUdIENCe ...........cocovururrinienreieinsiseeie et 1
1.3 SCOpe AN USE ...t 1
1.4 What the Handbook Contains ............ccoeoeuveinienireeineineeneeienn. 2
2.0 Energy Efficiency in On-Base Military Housing ..........ccccccevevrrennen. 2
2.1 DFIVEES ..ottt 2
2.2 Characteristics of Military Bases and Populations .................. 3
2.3 In Summary: Energy Efficiency in On-Base
MilITary HOUSING ........oovueiririeieieieeeiesse e 5
3.0 Planning The Effort ... 6
3.1 Resources RequUIred..........ccccoeeeeieieeievecieeeieseeseesse e 6
3.2 Options for Approaches ............eenenrnsnieinsinsessenseseseen. 8
3.3 In Summary: Planning the Effort ..., 9
4.0 Designing and Executing @ Campaign ............coceeeeuveervenreeensnensensennnnnns 10
4.1 Establish Goals ... 10
4.2 Establish Objectives ... 10
4.3 Set @BUAGET ... 1
4.4 Set aSchedule ... 1
4.5 Understand Your Base Setting by Talking with Residents
AN OFFICIAIS oo 12
4.6 Consider @ Pre-SuUrvey ... 14
4.7 Tdentify Desired Behaviors............ccooevieivieuneereieieieeieeeneenns 15
4.8 Select Themes, Messages, and Visuals ............ccccoocveureneenincenes 17
4.9 Choose Communication Channels .............cccccocevrererneeneenereneeneens 19
4.10 Identify Motivators and Incentives..........cccocovviverricereineennnnns 20
4.11 Get the Word OUT ... snees 22
4.12 Conduct Activities and Involve Residents...........cccoovrrrernenne. 24
4.13 In Summary: Designing and Executing a Campaign ................. 26
5.0 Evaluating and Reporting on the Campaign ............ccceveevrurrerenrnennn. 27
5.1 Mid-Course Evaluation ... 28
5.2 Final EVAlUGTION ... 29

U.5. Department of Energy, Federal Energy Management Program (1 August 1999

7



5.3 Factors that Affect Energy Use Results........ccccocovcevrrviernnne. 31

5.4 Reporting on and Publicizing Results ..........cccccoovververricrnncnnnns 32
5.5 In Summary: Evaluating and Reporting on the Campaign....... 33
6.0 Sustaining the Effort ... 34
6.1 Reaching NeWCOMErs.........cccoceuieuiieinieiieieeessssie s 34
6.2 Self-MotiVATIoN ......c.ouiiiiceeree e 35
6.3 COMMITMENT ..o 35
6.4 Feedback through Mock Billing ..........cccceoeeiereiveeineieieien 36
6.5 Institutionalization ... 37
6.6 In Summary: Sustaining the Effort .........ccoveveicnivnineinnne. 37
7.0 Reference Materials and Resources ............cccooveeviereieieeneersnnnnnnnes 38
Appendix A: Typical Budget Items for a Campaign..........ccccocvcureuncrncnncee. Al
Appendix B: Examples of Printed Information Materials........................ B.1
Appendix C: Survey EXamPples ... cl1
Appendix D: Example Video SCript .......ccooeveeieeeeeieeeeseeseesennens D.1
Appendix E: Additional ReSoUrces ... E.1

Appendix F:

i

Process for Accounting for Weather Effects in
Energy-Use Data ... F.1

Promoting Behavior-Based Enerqgy Efficiency in Military Housing



Preface

The mission of the U.S. Department of Energy's Federal Energy Manage-
ment Program (FEMP) is to reduce the cost of government by advancing
energy efficiency, water conservation, and the use of solar and other
renewable technologies. This is accomplished by creating partnerships,
leveraging resources, tfransferring technology, and providing training and
technical guidance and assistance to agencies. These activities sup-
port requirements stated in the Energy Policy Act of 1992 and goals
established in the June 1999 Executive Order 13123.

To bolster energy awareness across the federal government, FEMP
launched a communications campaign entitled "You Have the Power” in
1997. This campaign assists federal energy managers by spreading the
word about energy-efficient practices and products, as well as facilitating
partnerships with energy-related organizations in the private sector. The
campaign is intended to instill energy efficiency as a basic value among
federal workers and the public.

The Pacific Northwest National Laboratory (PNNL) supports the FEMP
mission in all activity areas, including the "You Have the Power" campaign.
Specifically, PNNL is working with FEMP to develop methods for promot-
ing energy efficiency in federal facilities. In doing so, the cost of govern-
ment can be further decreased.

This handbook suggests ways federal energy managers can take the "You
Have the Power” campaign one step further: to develop site-specific
activities that encourage residents of military family housing to use
energy more efficiently. The approach and examples provided in the hand-
book are based on two campaigns conducted for FEMP—one at the Fort
Lewis Army Installation in Washington State and the other at the Marine
Corps Air Station in Yuma, Arizona.
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1.0 Introduction

This handbook was prepared as part of a government energy-efficiency
program with emphasis on military housing, as described below.

1.1 Background

The U.S. Department of Energy's Federal Energy Management Program
(FEMP) helps agencies reduce the cost of doing business through energy
efficiency, water conservation, and the use of solar and other renewable
energy. As a large energy user, the U.S. military has been one of the gov-
ernment sectors of focus.

Several military installations have shown substantial energy savings in past
years. Most of these efficiency projects, however, have focused primarily
on physical upgrades, technologies, and purchasing habits. Further, most
projects have focused on administrative and operational areas of energy
use.

Military residential housing, in particular, has received little formal atten-
tion for energy efficiency involving behaviors of the residents themselves.
Behavior-based change is a challenging, but potentially fruitful area for
energy conservation programs. However, behavioral change involves links
with values, social networks and organizations, and new ways of thinking
about living patterns. This handbook attempts to fill a gap by offering
guidance for promoting such efforts.

1.2 Purpose and Audience

This brief handbook is intfended o be used by energy managers, housing
officials, and others who want to improve energy efficiency in on-base
residential housing by emphasizing behavioral changes.

Specifically, the handbook was written with two primary groups of people
in mind: 1) military personnel and contractors, and 2) nonmilitary organiza-
tions and groups, including Department of Energy employees, utilities, con-
tractors, energy coalitions, and universities.

1.3 Scope and Use

The guidelines here are based on low-cost or no-cost behaviors that resi-
dents can carry out themselves, as opposed to physical facility upgrades
or technology. The guidelines are particularly applicable to situations
where residents do not pay their own utility bills and thus are not moti-
vated to conserve energy by reducing personal expenditures.

The guidelines have been applied in field studies conducted at the Fort
Lewis Army Installation in Washington State and the Marine Corps Air
Station in Yuma, Arizona. However, the guidelines are intended to be
broad enough to apply in other situations. Individual bases should choose
and adapt their own activities to fit their unique situations.

U.5. Department of Enerqgy, Federal Energy Management Program U August 1999 1



For quick reference and ease of use, each section ends with a short list of
highlights, called "In Summary.” These highlights represent the essential
kernels of information necessary for planning, designing, implementing, and
evaluating a campaign.

1.4 What the Handbook Contains

The handbook describes some factors driving energy efficiency in military
housing and characteristics of military bases that affect residential en-
ergy use (2.0). Following sections describe steps in planning (3.0), con-
ducting (4.0), and evaluating (5.0) a campaign and sustaining the effort
(6.0).

The appendixes provide sample information materials, surveys, and other
resources.

2.0 Energy Efficiency in On-Base Military Housing

Regulatory, policy, and institutional factors are driving the effort to
reduce energy use in military housing.

With literally thousands of facilities nationwide consuming significant
amounts of energy daily, why is military housing a particular area of focus?
In short, regulatory, policy, and institutional factors are driving the
effort. Before designing a campaign, it is important to understand these
drivers and the unique characteristics of military populations that affect
energy use.

2.1 Drivers

Several factors make military housing a prime target for energy
conservation:

[ Regulations and federal targets for energy conservation in federal
facilities. The federal government has set goals of 30% reduction in
energy consumption from 1985 levels by fiscal year 2005. In June
1999, a Presidential Executive Order extended this goal to 35% reduc-
tion in federal facilities by 2010 from 1985 levels.

0 Increased Congressional and public scrutiny
regarding taxpayer-funded military programs.
Over the past several decades, the Department of
Defense (DoD) has been held to increased stan-
dards of accountability, both by its funding source
(Congress) and by citizens who pay for it and
whose loved ones serve in it. The June 1999
Executive Order 13123 for energy efficiency,
for example, included more stringent standards of
accountability by federal agencies to reach energy
goals. The Executive Order requires each federal
agency o submit an annual report to the President
describing its progress in meeting energy reduc-
tion goals, and the Office of Management and
Budget will evaluate each agency's performance
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using "score cards"” that are submitted to the President. The
President’'s Management Council will monitor agencies’ progress

on energy management and identify ways to accelerate improvements.
The military, being one of the largest energy users among federal
agencies, is a particularly high-visibility target.

O Energy use in residential housing is a substantial portion of total
base energy costs, representing an often-untapped source with
large potential savings. The DoD is the largest energy user of all fed-
eral facilities, according to the U.S. Department of Defense's Annual
Report to the President and Congress for 1999. And, at military bases,
residential housing often represents a substantial portion of the utility
budget. At the Fort Lewis Army Installation, for example, residential
energy use accounts for 25% of the base's total energy use and 40% of
base energy costs. Most energy-efficiency projects on military bases
have focused on reducing usage in administrative and troop barracks
areas rather than family housing units. It makes sense, therefore, to
include military residential housing as a particular area of focus to
meet federal energy-efficiency goals.

2.2 Characteristics of Military Bases
and Populations

An effective energy-efficiency campaign is designed around the unique
characteristics of military bases that affect residential energy use and
conservation programs:

O No direct utility bills to residents. Many military housing areas are
still master-metered, where all or large portions of residential housing
areas are billed together. In these cases, residents do not pay their
individual energy bills based on individual usage. Instead, a set amount
of their housing allowance is dedicated to energy use, regardless of
how much is actually spent. This situation means that residents have
less incentive to conserve energy because they can neither save money
for reducing their own use nor are "penalized” by being charged more if
they use more. This master-metering also makes it more difficult to
promote conservation, even if a savings for an entire master-metered
section is displayed, because it is impossible for people to know how
much their own family contributed (or did not contribute) to the
savings.

The military and Congress have been moving toward privatization of
military housing and utilities on the assumption that private-sector
management will increase efficiencies and reduce costs. Privatization,
however, would likely not address energy billing to individual homes.

[ Transient nature of personnel. According to the DoD's DefenseLINK
web site (www.defenselink.mil), military families move every three years
on avenge. Frequent relocation presents a challenge for behavior-based
energy efficiency. If organizers are relying on people to be aware of
the need to conserve energy and get into the habit of doing so, these
behaviors must be reemphasized and relearned every so often with
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each new "wave" of residents, or the behaviors will not continue. This
means a sustained effort—really what is needed is institutional change
that is ingrained into behavior regardless of where families move.

Varying housing quality that affects energy loss. Housing units on
many military bases were constructed decades ago, some dating back to
World War II. According to the DoD's Annual Report to the President
and Congress for 1999, two-thirds of the agency's 297,000 existing
housing units are in need of extensive repair. Houses may be under-
going continual upgrades, and newer homes have more energy-efficient
features. However, at any one time, families may be living in houses
with inefficient energy features such as single-paned windows, inad-
equate insulation, nonprogrammable thermostats, or inadequately
sealed doors and windows. In these homes, energy efficiency will be
limited by structural deficiencies, and resident behavior can accomplish
only so much.

Limitations on upgrades. The military must carefully budget for and
schedule housing upgrades while maintaining a consistency in housing
conditions for its constantly changing residents. These restrictions
can affect energy efficiency. For example, like civilian renters, many
military families are restricted in upgrades they themselves can make
to improve energy efficiency. For example, a base may not allow resi-
dents to install plastic sheeting on windows to improve insulation.

In addition, a base's housing budget at any one time may pay for some
things o do be done, but not others. For example, a base may pay for
defective caulking around windows to be replaced, but not for caulking
to be installed where none existed before. A base may pay to have a
broken thermostat repaired but not replaced with a programmable one.

It is important to tailor military housing campaigns for each situation,
emphasizing the things residents are allowed to do themselves and
those for which the base will pay. Thus, organizers should fully under-
stand the base's policies and practices before starting a campaign, to
become aware of what can and can't be done by residents.

Chain of command and accountability. Instituting a campaign ona
military base is somewhat like mounting a campaign inside a large corpo-
ration that has many layers of approval and external oversight. The
entire campaign usually requires the endorsement and involvement of
one or more organizations, such as Housing and Public Works. The ap-
proach, activities, and information materials must all be carefully re-
viewed and approved through the proper channels. Any financial
incentives, of course, must be approved at appropriately high levels.

Costs and/or time donated by the base for activities or materials are
carefully scrutinized to ensure that they fit within the base's mission
and can be justified as a worthy use of taxpayer dollars. Base officials
are increasingly being held accountable for meeting energy efficiency
goals, and it is important that the base's investment in a campaign pays
off in significantly decreased energy use.

Promoting Behavior-Based Enerqgy Efficiency in Military Housing



O Institutionalized family and social support structures. In the inter-

o

est of supporting the well being of troops and their families, most
bases have extensive family and social support structures. These in-
clude programs for educational, social, spiritual, and recreational well
being. Many of the same programs enjoyed by civilians, such as Scouts,
clubs, and recreational groups, are supported on military bases.

Studies have shown that people are more likely to engage in long-term
behavioral change when their neighbors and friends also engage in the
behavior. These social structures can serve as excellent tools for
designing and carrying out a campaign that is institutionalized across
the base. For example, existing organizational or neighborhood meet-
ings can be used to conduct focus groups to help design and evaluate
campaigns. Service clubs can promote energy efficiency through their
existing missions. Schools, Scouts, and other youth programs and
events can promote educational activities that involve kids. Kids, in
turn, help influence and remind their parents to use energy wisely.

Competition. Studies have shown that competition among similar
groups improved workplace performance. The culture of compeftition
that is ingrained into the military can be tapped into for a campaign.

In the Fort Lewis campaign, for example, the energy use of each hous-
ing community, compared with its own use from the previous year, was
displayed on a regular basis. All residents could see how much their
community was saving in comparison with other communities, fostering
competition among communities.

Patriotism. Patriotism, endemic in the military, can be an underlying
message in a campaign, in terms of national goals and conserving our
nation's environmental resources. In fact, it has been argued that
practicing energy conservation in the United States makes us less vul-
nerable to worldwide oil crises that might prompt military intervention.

2.3 In Summary: Energy Efficiency in
On-Base Military Housing

Consider the following factors to help put energy efficiency in context ina
military housing setting:

o

o

Regulatory, policy, and institutional factors are driving energy-
efficiency efforts in military housing.

Congressional legislation and Presidential Executive Orders mandate
specific energy reduction goals in federal facilities, with greater ac-
countability for meeting efficiency goals.

Military housing represents a significant portion of military energy use
and thus potentially significant savings through conservation.

The military embodies certain cultural and institutional factors that
must be considered in any energy conservation campaign.

Factors that make energy conservation more challenging are 1) resi-
dents not being billed for their own energy use, 2) transient nature of

U.S. Department of Energy, Federal Energy Management Program [0 August 1999 5

People are more likely to take action
when they hear that their neighbors
and friends are doing the same
things. Existing military social
structures, such as recreational and
educational groups, can serve as
excellent tools.

The patriotism of military personnel/
can be a source of appeal. Conserving
our nation’s environmental resources
makes us less vulnerable to worldwide
ol crises.



personnel, 3) varying housing designs and limitations on improvements,
and 4) chain of command requiring approval of various campaign
aspects.

Factors that can work in favor of energy-efficiency campaigns
include 1) institutionalized family and support structures, 2) a culture
of competition, and 3) patriotism.

3.0 Planning the Effort

To offset the lack of individual billing for
utilities, one incentive is to return to
residents a portion of money from energy
saved.

In deciding whether to launch an effort at a certain base, consider
whether the necessary resources are available there. If the appropriate
resources can be marshaled, decide how you will approach the effort.

For simplicity, this handbook uses the term "campaign” to represent all
energy efficiency efforts of limited duration.

3.1 Resources Required

The following elements should be in place for an effective campaign. Of
the listed items, the most important is enthusiasm of a person or people
who can pull together resources and get things done at the site.

[J Approvals and champions. Base officials from the affected divisions

must give permission for the effort. These would include, as a mini-
mum, the site commander, the energy manager, the housing office, and
the office that deals with military personnel and family life. It isim-
portant that these officials understand which resources they are com-
mitting, especially those involving funds, personnel, and other resources
from their divisions.

The appropriate people in the chains of command must be on board and
be willing to pass information through their commands as appropriate.

Beyond merely approving the effort, a high-level, well-respected base
official should personally “champion” it. This means he or she endorses
it, perhaps even serving as a spokesperson. The involvement of this
high-ranking of ficial demonstrates the importance of the effort to
residents, as well as a fop-down commitment to energy efficiency.

Funding. If not funded by an outside grant or project, or not part of
an existing personnel's jobs, the base must be willing to fund certain
activities associated with a campaign. These may include producing and
distributing information, conducting surveys, and collecting and analyz-
ing energy-use data. A budget describing each expense and its purpose
should be approved by all funding sources in advance. Appendix A gives
examples of typical budget items.

Incentives. Most behavior-based campaigns will not be effective with-
out incentives and perhaps disincentives. For example, the base may
decide to give a portion of money saved back to residents, or some
other incentive award. Residents who "overuse” an energy allotment
could be required to pay for the extra usage, or not receive some sort
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of "perk” that other users get. Obviously, base officials must desig-
nate and approve these incentives and disincentives, especially when
money is involved. If a portion of money from energy saved is being
given back to residents in some way, the base must also approve the
transfer of funds from the utility account to an account that benefits
residents directly.

O A team with specialized skills. A team of people must have adequate
time and resources available to desigh and execute the campaign. Team
members should have strong communication skills and the ability to
work well with people, including high-ranking officials. Members should
also be experienced in field research, conducting focus groups and
interviews, developing activities, producing targeted information mate-
rials, and evaluating results. One or more team members should be
experienced in graphic design.

If this experience is not available on base, a consultant could help train
and guide an on-base team. However, a core group of on-base team
members is essential to any site-specific campaign.

[J Access to communication channels and production capabilities. Com-
municating during a campaign requires access to channels of communi-
cation and production resources. Someone on the team needs access to
media (newspapers, newsletters, radio, closed-circuit TV, electronic
billboards), as well as any specialized methods for communicating with
residents, such as community meetings.

Depending on the campaign’s specific activities, facilities and capabili-
ties must be available for producing printed materials, displays, and
videotapes. Special activities could include printing of T-shirts, Scout
badges, banners and flags, educational materials for schools, and so
forth. It is necessary to have access to a high-quality computer sys-
tem and software so that printed materials, including graphics, can be
easily produced, updated, and digitally translated so that the same art
can be used for a variety of materials.

Many bases already have these resources in their Public Affairs and
Training Divisions; however, the proper facilities and approvals for pro-
ducing campaign-specific information must be in place.

[J Residential leaders who are willing to volunteer time. The more
involved residents are in the campaign's design and implementation, the
greater potential for success. A core group of interested and willing
residential leaders should be identified at the outset. Mayors or
others in positions of authority—including leaders of educational orga-
nizations, clubs, and day care providers—can be excellent resources.
They can help design the campaign, help convene opportunities for fo-
cus groups and interviews of residents, communicate with other resi-
dents about the campaign as it continues, hand out materials, serve as
points of contact for the campaign, and serve as behavioral role models
for other residents. They can also alert campaign organizers of any
difficulties and problems with the campaign as it progresses, so that
corrective action can be taken.
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O Links with institutional groups. Studies have shown that social groups
can be influential in encouraging behavioral change. The importance of
enlisting community leaders has already been mentioned. If the cam-
paign involves organizations such as schools, community groups, or
Scouts, points of contact and approvals must be in place. These groups
may require additional resources such as educational materials tailored
to their groups. The team must be willing to sustain a high-quality out-
reach with these groups, meet their needs, and have regular contact
with them to ensure that campaign goals are being meft.

[J Evaluation mechanism. Someone on the feam must have access to, and
the ability to understand, energy-use data over the campaign time pe-
riod, including previous energy-use data if comparisons are being made.
The data must be available, or calculable, at the level and in the form
that are useful for analysis. For example, you may wish to track sav-
ings in energy units—such as therms or MBtus—as well as cost savings
to the base. You may wish to track energy use by geographic area on
the base (such as neighborhoods), demographics of residents (such as
officer versus enlisted housing), house type, energy type (gas, electric-
ity), or other variables.

When making comparisons over time, someone must be able to calculate
how weather temperatures affect energy use. Inother words, a base
should not “take credit for” a drop in energy use if it can be attributed
to warmer or cooler femperatures and thus less heating or cooling is
necessary.

Resources for evaluating the campaign via resident input should also be
available. For example, if a survey of residents will be conducted,
someone must have access to mailing lists and approval to use them. In
addition, resources and approvals must be in place to send and receive
mass mailings as well as enter and analyze survey data. If a mass sur-
vey will be conducted, it is helpful o have data-analysis software de-
signed for that purpose.

3.2 Options for Approaches

There are three options for an energy-efficiency effort: 1) a short-term
campaign, 2) a campaign to kick off a longer-term emphasis, or 3) an
ongoing endeavor. This section gives guidelines for each approach.

[J Short-term campaign. A limited-term campaign of less than one year
is useful when testing approaches and activities specific to a par-
ticular base. For example, a base may mount a three-month campaign
emphasizing certain energy conservation activities tailored o that
base, certain information and social channels, and certain incentives for
residents to encourage energy efficiency. At the end of the campaign,
the managers compare energy use and get feedback from residents to
determine which activities and approaches were useful and why or why
not. The results can be used to design a longer-term campaign tailored
to that base.
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Short campaigns may also be useful for educational efforts. For ex-
ample, say a base has just upgraded all its residential heating to use
programmable thermostats that require proper programming and use
by residents. A short-term campaign may be useful to emphasize the
benefits and steps of proper thermostat use.

Short-term campaigns may also be useful periodically as personnel
change. For example, if the population of residents has significantly
changed over two years, a short campaign could be run every two years
to reemphasize and motivate energy efficiency.

O Kickoff campaign. A campaign can also be used to *jump start” a
longer-term emphasis. Used in this way, the campaign raises awareness
and attention to start a more sustained effort.

A kickoff campaign of this type can use a lot of fanfare to make a big
"splash.” If resources are available, a festival or other celebratory
event could be used to introduce it, prizes could be given out, a compe-
tition could be announced, a high-profile speaker could be brought in,
and local media could be invited to cover it. The sustained effort,
lower key, would continue with continued reporting of results and re-
minders.

A potential drawback of this approach is the possibility of a lot of
interest and action at the beginning that gradually drops off. It is
important, therefore, to ensure that sufficient motivation exists to
continue the energy-efficient behaviors after the initial kickoff.

is a good way to kick of f a campaign.

Another factor to consider with this approach is personnel turnover.
With residents coming and going, it is important to make sure that the
longer-term emphasis continues fo reach newcomer families.

[J Ongoing effort. Persuading people to change their habits, especially
when people feel that they are being asked to give up something, is
quite difficult—as designers of anti-smoking and seatbelt-wearing
campaigns can attest. Nevertheless, the ultimate goal of any energy-
efficiency effort is to sustain long-term change.

A long-term effort focused on permanent behavior change is most ef-
fective when base officials are personally committed to and account-
able for energy savings, when methods exist to measure energy use for
each residence, when financial incentives and disincentives are directly
tied to individual energy use, and when a longer-term effort is pre-
ceded by a "test campaign” (as described above).

Section 6.0 recommends ways to aim for a sustained effort.

3.3 In Summary: Planning the Effort
Consider the following factors in the planning phase:

OJ Certain resources must be in place to consider a campaign for a par-
ticular site.
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O With the proper base approvals in place, the most important resource
is the presence of an on-base champion(s) who has the willingness,
time, and authority to pull together resources and get things done.

[ Other important factors are funding, incentives, a team with special-
ized skills, access to communication channels and production capabili-
ties, residential leaders who are willing fo volunteer time, links to
institutional groups, and an evaluation mechanism.

O An energy-efficiency effort can take one of three approaches: 1)a
short-term campaign, 2) a kickoff campaign as part of a longer effort,
and 3) an ongoing endeavor.

4.0 Designing and Executing a Campaign

Set goals that identify the desired
outcomes. Set measurable objectives
that help achieve the goals.

After a team is convened and resources are secured, the campaign can be
designed and carried out. The guidelines in this section should be adapted
as necessary to fit particular sites and situations.

4.1 Establish Goals

Goals are the ultimate desired outcomes. In abehavior-based campaign, a
typical goal is to get residents to modify their habits so that energy use is
reduced by a certain amount over a specified time period. The target
amount of reduction can be based on a variety of factors, including fed-
eral energy goals, base energy goals, or behavior-based energy reductions
achieved in other areas of the base.

Another goal may be to reduce energy costs over a certain time period.
Be aware, however, that reduced costs, though desirable, may not neces-
sarily mean reduced energy use. Reduced costs could reflect reduced gas
or electricity rates even when the same, or more, energy is expended.
Thus, it is important that one of the campaign's goals be actual reductions
in energy use, not simply lower expenses to the base.

Set campaign goals while keeping in mind available resources and time fo
carry out the campaign. Getting people to change their behaviors is chal-
lenging and usually requires time to make the behavior a habit. It would be
unrealistic, for example, to expect residents to use 20% less energy over
a three-month time period based solely on personal behavior change.

When setting the goals, keep in mind how they will be measured. Factors
that may affect energy use, including weather, housing upgrades, occu-
pancy, and turnover, will need to be accounted for when determining
whether the target goals were achieved. Section 5.0 discusses evaluation
in more detail.

4.2 Establish Objectives

Develop objectives that help achieve the campaign goals. In a behavior-
based campaign, objectives could include increasing the percent of people
who engaged in certain behaviors, such as the following:
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Turned down or properly programmed their thermostats at night
Requested energy audits or other in-home visits

Signed a commitment form promising to do certain things
Replaced incandescent lights with compact fluorescents

Turned of f their outside lights during the daytime

Replaced their furnace filters monthly

O O 0O o o o o

Filled out home energy checklists with their children.

Make sure you have a way to measure these behavior changes before you
set them as objectives. Some changes, such as outside porch lights being
turned off, can be directly observed by people whose job it is to monitor
energy use. The number of audits requested by residents can be tracked.
Items purchased at base commissaries and PXs can be tracked, such as
compact fluorescent bulbs and furnace filters.

For many behaviors, however, residents must be asked directly what they
are doing differently as compared with the baseline period before the
campaign started. Getting feedback that represents a good cross section
of residents usually requires a survey, as described in Section 5.2.

4.3 Set a Budget

The budget must cover all labor, materials, production, distribution, activi-
ties, and monetary incentives, if any. Appendix A shows typical budget
items.

A budget may be predetermined by the base's resources, or it may be
somewhat negotiable.

Some services and materials may be donated by the base, local utilities,
government organizations, and even local universities as student projects.
In addition, certain services, such as creating training videos, may be part
of the base's existing mission and thus covered under other budgets.

Make sure the budget is itemized and approved early on. In the planning
stages, you may be able to get by with a preliminary budget. Then, after
campaign activities are better defined, you may need to get more final
approval.

Base officials may ask you to document the return on investment—the
cost of the campaign versus the amount of reduced energy costs you hope
to achieve. If the costs of carrying out a campaign significantly exceed
the expected energy cost savings, you may have a tough time defending
your plan.

4 4 Set a Schedule

A campaign schedule is necessary o keep the work on track. It also keeps
the team from missing certain time-dependent events such as school
schedules, Energy Awareness Month (October), or base community fairs.

U.S. Department of Energy, Federal Energy Management Program [0 August 1999 11

The budget for an energy conservation
effort must cover all labor, materials,
production, distribution, activities, and
monetary incentives, if any.



Use the input and ideas of residents to
design the campaign for a particular base.

Tt also takes advantage of times when base populations are more likely to
be performing certain behaviors that the campaign is targeting for change
(for example, starting just before the heating or cooling season).

Depending on how energy usage statistics are tallied at a given base, there
may be a delay before statistics such as monthly meter readings and bill-
ings are available. If so, factor this into the schedule. For example, if
final campaign results have been promised in December, but energy statis-
tics are available 30 days after the previous month, you will need to end
the data collection with November's results, or even October's, so you
have time to tally the results and conduct a survey, if necessary.

Some aspects of a campaign schedule may be somewhat inflexible. The
endpoint may be set by the budget running out at the end of a fiscal year.
The endpoint may be set by the base's previous energy goals or driven by
federal goals. If you have flexibility in setting the endpoint, keep in mind
that a campaign targeting several behaviors for large base populations can
take a minimum of six months to get visible results, with a year being a
more reasonable time frame.

It is sometimes helpful to set the schedule by starting with the endpoint
and working backward. With this approach, determine how much time it
will take to complete each step before the endpoint. This sequence will
determine when the campaign needs fo begin. This exercise will reveal any
schedule problems, where planned activities must be deleted or modified
to fit info a fimeline.

4.5 Understand Your Base Setting by
Talking with Residents and Officials

The most successful campaigns are tailored to the specific military base,
using input and ideas from residents themselves.

Using input from residents to design the campaign is important for three
reasons. First, it ensures that the campaign's content, themes, activities,
and communication channels are valid for that population. It does no good
to emphasize proper use of air conditioners, for example, if a base is
located in a temperate climate that rarely requires air conditioning. If
residents resent energy auditors coming to their homes without being
requested, don't make this a campaign activity. If the residents seem par-
ticularly receptive to education activities that involve children, this could
become an emphasis. And if residents tell you they get most of their
information through newsletters and newspapers, radio can probably be
eliminated as a communication channel.

The second reason to involve residents is that more involvement up front
encourages more buy-in and participation as the campaign gets under way.
If residents have been involved in designing the campaign, they are more
likely to feel a part of it and want it to succeed. Another way to view this
is to consider the opposite effect. Without their input, residents may well
perceive a campaign as another imposition by the military bureaucracy
("They're telling us what to do again”), designed to deprive residents of
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personal comfort or convenience. Residents with this attitude are more
likely to resent the campaign, ignore it, or even sabotage it.

The third reason for involving residents up front is practical. Individual
contacts can be drawn upon as resources for the remainder of the
campaign. Because these people have already expressed enough interest
to contribute ideas for the formative phase of the campaign, they may be
willing to continue to contribute in other ways later. For example, you may
call on them later to help distribute information, participate in events,
contribute energy-saving tips for publication, help develop educational pro-
grams, poll their neighbors, and other such activities.

To gather background information from residents, small discussion groups
(focus groups) are helpful. It often works well to include the focus group
discussion as an additional agenda item for an existing community meeting
or other such event. That way, you don't have to seek focus group mem-
bers, schedule a meeting time and location, or advertise the meeting;
someone else has already done that for you.

The following general questions for focus groups can be adapted for par-
ticular sites:

0 What's the best way to get people interested and involved in saving
energy?

O What are the best ways to communicate project results?
[J How should energy conservation progress and results be depicted?

[J Here are some things we're asking people to do to use energy wisely.
Are any of these unreasonable or not doable? If so, why?

[J Would you be interested in being in a training video/participating in
other events/etc.?

[J Do you have any other suggestions for us as we plan this campaign?

You can also use the focus groups to brainstorm and select campaign
themes, slogans, and art. Appendix B, for example, shows a logo (light bulb
containing a dollar sign) and a slogan ("Smart Energy Use") selected by
Fort Lewis residents for an energy-efficiency campaign.

In addition to talking with residents, it is important to get input from base
officials who are responsible for housing and utilities, including housing
maintenance. You will not want to tell residents to adjust their own water
heater temperatures, for example, if housing authorities have determined
that the switches are close to high-voltage wires and thus a safety haz-
ard. Base officials can also clarify what residents are responsible for pur-
chasing and what the base provides, such as weatherization materials,
solar-screening films for windows, furnace filters, and light bulbs.

Personal interviews are the best format for getting input from base offi-
cials. You can ask them the same questions as the residents. An additional
question for officials is, "Are there any constraints or additional neces-
sary approvals we should be aware of in carrying out this campaign?” And,
as mentioned, verify the details of any financial incentive or other awards
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A pre-survey of residents establishes
a baseline of actions that people are
already taking. It also gets people
thinking about the behaviors you are
targeting to change.

provided by base officials. It isimportant fo understand the exact nature
of the incentive so that it can be communicated in a way that properly rep-
resents the intention of officials giving it.

Public Affairs or other base personnel who are responsible for base com-
munications should also be interviewed. These could be newspaper or
newsletter publishers, on-base TV and radio studios, people who manage
reader boards, and so on. You'll want to understand their requirements,
deadlines, and approval processes.

4.6 Consider a Pre-Survey

A pre-survey of residents is not essential, but if you have the resources
to carry it out, it can be very useful.

A pre-survey of residents can be used in four ways. First, you can use it
to design the campaign. With this approach, residents are asked about
their current housing situations (appliances, thermostats, air conditioners,
etc.) and which actions they are already taking. This information can be
used to help identify behaviors and actions to emphasize for the campaign.

You can also use a pre-survey to gather some of the same information
described previously with the focus groups. For this purpose, you would
ask residents about communication channels, logos and slogans, and poten-
tial incentives.

The third use for a pre-survey is as a "pretest”—a baseline for later com-
parison and evaluation with a post-survey. With this approach, you com-
pare responses about energy use behaviors before and after the campaign
to help evaluate how effective the campaign was in changing peoples’
habits.

A fourth use of a pre-survey is to initiate or introduce the behaviors you
are targeting to change. By asking people whether they are already doing
energy-efficient things, you educate them on what those activities are and
imply that such activities are somehow better or more important than
others are. In this way, you actually start your campaign with the
pre-survey.

If considering a pretest-type survey, remember that it is less effective if
the resident turnover rate is significant or occupancy is likely to vary
considerably. In these situations, many people who initially filled out
the survey will not be the same population surveyed at the end, thus invali-
dating the comparison.

These four uses can be combined into one survey, though it may be
unwieldy. The more purposes you combine into one survey, the more risk
that it will be unwieldy and more complicated to analyze. Appendix C con-
tains an example of a pre-survey for the Yuma Air Station.

A survey expert can be valuable in helping design or advise on a survey and
its implementation. Here are some general guidelines:

14 Promoting Behavior-Based Enerqgy Efficiency in Military Housing



[ Ask only questions that give you answers you need for the campaign.
Don't waste survey questions on things that are nice to know, but not
critical.

O If you want o group the responses by certain categories, make sure
you ask the appropriate questions that will allow you to make compari-
sons. For example, you may want to compare responses from one-
couple families with families having children, compare communities with
each other, compare officer housing with enlisted housing, or compare
houses with different floor plans.

[J Be cautious in asking about attitudes or intentions in energy use. Stud-
ies have shown that attitudes ("How important is it for you fo conserve
energy in your home?") and intentions ("Do you plan to replace your fur-
nace filter in the next fwo months?") are notoriously inaccurate indica-
tors of actual behavior where energy use is concerned. Thus, even if
you measured increased positive attitudes or intentions as a result of
the campaign, the real mark of success is changed behaviors that led o
reduced energy use.

O A printed survey or phone survey should tell residents who is conduct-
ing the survey and how their information will be used. Assure anonym-
ity. Ina printed survey, give a deadline for responding. Use incentives
("the first 100 people to respond will receive a small prize"), follow-up
postcards, and other reminders to increase the total response rate.

[0 When developing survey questions, some general rules apply. A tele-
phone survey should not last more than 15 minutes. Limit a printed sur-
vey to two pages at the most; one page is even better. Use simple
language. Try to word questions as close-ended "check the box" alter-
natives, rather than asking for narrative responses. Put the most
important questions up front; some people will tire out or drop out be-
fore the end. However, put demographic questions, which some people
feel are sensitive, at the end. Don't ask "double-barreled” questions:
"Do you use the energy-saving settings on your washer and dryer?”
Don't ask questions that make people appear stupid or bad: "Do you
know ... ?“ or "Do you leave your sprinklers on all day long?"

[J Pretest your survey questionnaire with a few residents and officials
before using it. Ask them fo read the questionnaire and tell you what
they thought of it. This will help you identify any questions that are
confusing, worded incorrectly, or not applicable to residents.

O Aim for a response rate of 40% for results that will be used to draw
general conclusions about the base population. Feedback from a re-
sponse rate of lower than 40% still is valuable for helping design and
evaluate a campaign. Nevertheless, the lower the response rate, the
less representative the data and conclusions.

4.7 Identify Desired Behaviors

Using the results of focus groups and interviews described above, identify
the actions you will be asking residents to take in the campaign. Here is a
partial list of actions that may be appropriate for military housing:
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O Set back or program the thermostat 5 to 10 degrees lower at night or
when leaving the house for more than four hours.

[J Use air conditioners only when the in-home temperature is more than
78 degrees.

[J Clean the air conditioning filter monthly.

[J Use open windows as much as possible, rather than air conditioners.

O

Caulk doors and windows and install weatherstripping around doors, or
request this service from the base maintenance organization.

Wrap the water heater with insulation material.

Adjust the water heater temperature to 120 degrees.
Close doors and windows when heat or cooling are on.
Keep blinds or curtains drawn in the hot part of the day.

Make sure floor vents are not blocked by furniture or draperies.

O O o o o o

Use the energy-saving features on dishwashers, clotheswashers, and
dryers, including “air dry” settings.

O

Use cool water for washing clothes.

O

Clean the dryer lint filter regularly.

O

Set the refrigerator temperature to 38 degrees and the freezer tem-
perature to 0-5 degrees.

Close the fridge and freezer quickly after selecting your food item.

Each base should identify its own set of
target behaviors for energy efficiency,
based on house designs, climate, and other
factors.

Keep the coils on the refrigerator clean.

Clean or change furnace filters monthly.

For incandescent lights, use 60 watts or less.

Replace incandescent light bulbs with compact fluorescent lights.

Avoid using space heaters.

O O o o o oo

Turn of f unused lights, including outside porch or path lights, during
the day.

O

Install a timer on the porch light that automatically turns it of f when
daylight comes.

Turn of f unused appliances.
Install solar reflecting films on windows.

Install water-restriction flow valves in showerheads and faucets.

O o o O

Close vents in unused or little-used rooms, such as laundry rooms.
Guidelines for choosing and listing actions follow.

[J Make sure the actions chosen are allowable, feasible, and reasonable
for your base and its house floor plans. For example, military residents
are not expected to purchase their own wall insulation or double-paned
windows, so those would not appear on the list. Some base housing may
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not have programmable thermostats; others may not have air condi-
tioners; some fixtures may not take compact fluorescent lights.

[J Choose five to ten actions. Asking people to do too many things con-
fuses them and may appear too daunting.

[J Group the actions by topic; for example, temperature, washing and dry-
ing, and lighting. Actions can also be grouped by area of the house; for
example, kitchen, bathroom, laundry room, and living areas.

O Incommunicating the actions, list those with the greatest potential for
savings first. In most cases, this will be actions related to heating and
cooling, including preventing loss of heated and cooled air to the out-
side. Studies have shown that people typically underestimate the
energy-saving potential of certain actions (insulation, for example) and
overestimate the savings of others (such as furning off lights). For
example, a refrigerator uses almost five times the electricity the aver-
age television uses. Thus it is important to emphasize the higher-value
actions to educate people.

Another reason to emphasize the higher-value actions is that people
will be more likely to focus on them if they choose only one or two ac-
tions fo carry out. At Fort Lewis, for example, the list of energy-
efficiency tips was prefaced with the statement, "If you can only do
one thing, it should be turning down your thermostat at night."

4.8 Select Themes, Messages, and
Visuals

Based on the focus groups and interviews described above, choose themes
and messages that provide a focal point on which to *hang” the campaign.
Themes are the guiding communication frameworks. Examples of themes
are "Comfort for military families” and “Sustaining America's natural
resources.”

Messages are statements that support the themes. Messages form the
basis for action. Residents should relate to, believe, and be motivated by
the messages. Here are some examples of messages:

[0 The base is being held accountable for reducing energy use.

[J Every person's actions count. It takes everyone's efforts to accom-
plish the goal.

Make your home more comfortable.

Make your home a healthier environment.

TIt's easy to do these things. People here will help you.
Teach your kids good habits that will last a lifetime.
Make a commitment to do three new things this year.

Your neighbors, friends, and relatives are all doing this.

O O O o o o o

Get an incentive award for smart energy use.
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The Energy Bandit, a sneaky bad guy,
was created for a base residential
enerqgy campaign. A videotape showed
residents doing things to save enerqy
in their homes, thus outsmarting the
bandit.

YOU HAVE

c

DOE's Federal Energy Management
Program logo

O Make your community the leader.
[J Let's do even better than last year.

Messages do not have to be stated explicitly in the campaign, but they
underlie information materials, visuals, and activities of the campaign.
Let's say, for example, that one of your messages was about how easy it is
to do certain things and that others are there to help you. This message
could be reaffirmed by showing children in a video doing energy-efficient
actions in their homes, offering home energy visits, listing the phone num-
bers of energy managers who can answer questions, describing the things
the family housing maintenance organization can do to make homes more
energy efficient, and by holding workshops and open houses to demon-
strate certain actions.

Themes and messages also form the basis for slogans. A slogan is a short,
catchy phrase that is repeated throughout the campaign and usually ap-
pears with the logo or other identifying visual. Examples of slogans are
"Smart Energy Use," "Save Army Energy,” "Healthy Homes," and "Energy
Winners."

"nw

To raise awareness and visibility, call the campaign something with a mili-
tary tone, such as Operation Energy. Groups of kids or energy auditors
can be called "The E-Team" or other upbeat names.

In your communications, look for ways to adapt popular movie or book
titles; TV, movie, or cartoon characters; historical and military figures; or
even famous sayings. Heroes and villains are especially effective for a
military setting—as long as residents are not made the bad guys! The Fort
Lewis and Yuma Air Installation campaign videos, for example, used a car-
toon character called the Energy Bandit, a sneaky bad guy who stole en-
ergy but was ultimately conquered by energy-saving things residents did
(one of the scripts is in Appendix D). In choosing these characters and
sayings, make sure the intended audience relates to them, and don't use
anything that is trademarked.

Based on the theme, choose an identifying visual or logo for the campaign,
and place it on all campaign materials. The logo should be simple, self-
explanatory, distinguishable in black and white (as well as color), and visible
when reduced to a small size. It may use a familiar landmark from thebase.

You can raise awareness and interest in the campaign by hosting a logo and
slogan contest for residents. Or, post sample logos and slogans and have
residents vote on them.

If your campaign falls under the U.S. Department of Energy's Federal
Energy Management Program (FEMP), you must use their logo and slogan (a
hand holding a globe, "You Have the Power") in your materials. You also
need to credit the Department of Energy as a sponsor or partner. At Fort
Lewis, the FEMP logo was used as a secondary visual, but the primary logo
and slogan were chosen by the residents: a lightbulb with a glowing dollar
sign inside it and "Smart Energy Use" (Appendix B). If you are interested
in linking with FEMP, visit http://www.eren.doe.gov/femp or call (800)
DOE-EREN.
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Other visuals can include kids' art made into posters, cartoon strips
created by residents, banners, displays, skits, videos, or anything else that
is feasible and tailored to the base.

An important aspect of developing visuals is deciding how energy use and
savings will be communicated to residents periodically. Regular feedback
in an easy-to-understand format is critical for motivating residents and
keeping them on track. Bar charts, pie charts, and other visual formats
are better than numbers only. Show frends and comparisons, not just a
new number each time. If you are aiming for a specific goal, consider
showing progress toward the goal.

Residents usually can relate better to dollars than to energy units such as
Btus or therms. If you do use energy units, put them in context. For
example, it may help to say that the base has saved enough energy to
"light up the Astrodome for a week" or other memorable analogy.

4 9 Choose Communication Channels

Identify the communication channels you will use in the campaign, and when
and how you will use them. Choose communication channels based on what
residents said in previous discussions and interviews. The channels will
vary for each base. Examples of typical communication channels include

Base newspapers

Base newsletters
Closed-circuit TV on base
Training video

Reader boards

O O O o o o

Posters and notices at places such as community centers, Commissary,
and PX

Banners

O O

Displays and exhibits for special events such as educational or patriotic
fairs

Fliers and brochures

Information packets that newcomers receive
Community and mayors’ meetings

Area coordinators

Chains of command

Social or educational groups such as Scouts, clubs, schools

O O o o o oo

Door-to-door visits.

Using a wide variety of communication channels, and repeating the same
information, increases the likelihood that residents will become aware of
the campaign. In advertising, it has been calculated that people must see
an ad seven to ten times before they remember itl Keep this in mind as
you decide when and how to communicate.
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People value thermal comfort and
resent deprivation. Emphasize how
various actions improve well-being,
health, and convenience for
residents.

Home visits, if viewed as helpful rather
than punitive, are effective for giving
specific suggestions and offering
assistance. Follow-up visits can be used to
assess progress, solve problems, and
encourage continuing change.

4.10 Identify Motivators and Incentives

A common mistake is o assume that if people understand the need to con-
serve energy, believe energy conservation is important, and know what to
do, they will adopt energy-efficient practices. As numerous energy-
conservation studies since the 1970s have shown, these factors are not
enough to change behavior. If your campaign is based solely on giving
information to residents, it will almost certainly faill

Changing peoples’ energy use behaviors must go beyond one-way education
to action. The campaign must address barriers to change as well as making
the behaviors easy, convenient, relevant, and socially acceptable.

Research and case studies reveal some factors that have proven effective
in other situations. You may wish to adapt these for your campaign.

[J A positive gain, not deprivation. People resent hardship, especially in
the military where many already feel that they are making sacrifices in
their living arrangements. Don't imply they must give up more fo save
energy. Instead, emphasize what residents GAIN from adopting cer-
tain behaviors. For example, the number-one factor in energy-related
activities is thermal comfort. People resist doing things that make
them feel uncomfortably cold or hot, even if they save energy by doing
so. They are much more receptive to things that will improve their
comfort and health, and which give them a sense of control over their
environments.

Therefore, focus on activities that improve the well-being and conve-
nience of residents. Weatherstripping and caulking, for example,
reduce drafts and condensation, improving personal comfort. Clean
furnace filters improve air quality and even decrease allergies by
reducing airborne dirt particles. Closing curtains and blinds in the sum-
mer keeps the house cooler and keeps furniture fabric from fading.
Clothes dry more quickly when lint traps are kept clean. Water heaters
that are set at the proper temperature reduce the possibility of acci-
dental scalding, especially with children in the home. Using lower-
voltage lights, keeping draperies away from vents, and avoiding space
heaters help prevent fires. Air-drying lightweight clothes helps pre-
vent shrinkage and makes fabrics last longer. Compact fluorescent
bulbs last for months or years before they need to be replaced.

Throughout the campaign, consider using the terms energy efficiency
and energy awareness rather than conservation, which can imply
imposed deprivation.

[J Personal, interactive contact. Face-to-face, back-and-forth communi-
cation is one of the most effective motivators in energy education
efforts. When people are personally confronted with an opportunity to
adopt more energy-efficient behavior, as opposed to having the oppor-
tunity presented through information materials or the media, their
participation rises dramatically.

If your base has the resources, home visits are extremely effective
when conducted in a positive, not punitive, way. An energy educator can
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go through a checklist with residents and even tour their homes, giving
specific suggestions and offering help as appropriate. Follow-up visits
are extremely effective in assessing progress, problem-solving, and
encouraging continuing change.

If you use this approach, make sure residents don't view it as intrusive
and "big-brotherish.” One way to lessen potential resentment is to
have trusted leaders in the community conduct the visits. In fact, it
has been shown that a personal relationship with the educator is a pri-
mary benefit. Kids can also go through checklists with their parents as
part of an educational project.

O Active involvement and commitment. When residents decide which
actions to take after talking with someone about a variety of energy
choices, they are more likely to carry out those actions. It also helps
when residents sign an action plan as a sign of commitment. A public
commitment, such as publishing the names of residents who have
pledged to undertake various actions, is more effective than a verbal

commitment. Another way of public commitment is to publish ongoing '
energy tips from residents, using their names.

As mentioned previously, involvement can also take the form of resi-

dents contributing ideas or actively helping design, implement, and Ask residents to choose certain energy-
evaluate the campaign. Commitment is increased by the "foot-in-the- efficiency actions and sign a commitment to
door" method: If residents agree to make one small commitment at carry them out.

the beginning, they are more likely to make a larger commitment later.

O Feedback. Feedback is information residents receive about actions
they have already taken. In an energy campaign, feedback shows resi-
dents how much energy they have saved over certain periods of time.
Feedback helps people visualize the results of their actions, which is
important because these results are often invisible or difficult for
residents to evaluate. Feedback is most effective when used in con-
junction with a commitment to take action. For specific suggestions
about how to display progress visually, see Section 4.8.

[J Incentives. An incentive can take the form of a monetary reward or
other desired outcome such as a new playground on the base. The
incentive could be a portion of energy costs saved over a period of
time. Use of incentives has been mixed, with most effectiveness for
short-term change rather than sustained habits.

Group incentives appear effective under certain conditions. The money
should be provided to the entire group or every member of the group,
not individuals who receive it in a raffle. If the group receives the
money in a lump sum, all members should have the opportunity to say
how the money should be allocated. The amount received must be
enough to elicit behavior change. Payment should be received periodi-
cally rather than delayed for long periods of time.

[ Social interaction. People are more likely o adopt an innovation or
behavior change if they have heard about it or seen it adopted by a
friend or respected member of the community. Community meetings
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and other events can help foster this exchange of information. Com-
munity leaders can make energy efficiency a high-status activity.
Working through established social groups such as schools, Scouts, and
clubs adds credibility.

[J Competition. Competition among similar groups has been shown to
motivate behavior changes. This is especially true in the military cul-
ture, which is based on competition and winning. For
example, energy use of various housing areas can be
compared with each other. If housing areas are archi-
tecturally and/or demographically different, energy
use of various housing areas can be compared with
their own use from a previous time period, or energy
use data can be normalized according to the number of
people participating. Incentives can be offered to
"winners" or to all those who achieve a certain goal.

For competition to work, people must perceive that the
comparison is fair; in other words, that groups being
compared are equivalent in factors that affect energy
¥: use. Inaddition, as many group members as possible
Competition—prized in the military culture—can be used to must be aware of where they stand in comparison with
motivate behavior changes among residents. others. Individuals must feel that their actions make a
difference in the entire group’'s outcome.

0J Vivid, relevant, personalized information. Information that is pre-
sented in a vivid form, such as a personal story involving danger or vic-
tory, is more likely to prompt action than something like a standard list
of tips or numbers. If the desired behaviors are modeled, people are
more likely to visualize themselves doing them. Videotapes of people
doing energy-efficient things in their homes have prompted similar
actions by viewers, even after one viewing.

4. 11 Get the Word Out

In accordance with your schedule, produce and distribute information and
use the channels of communication you've identified. Information materi-
als may fit into several categories:

[J Campaign description. These materials are intended to raise aware-
ness among residents about the campaign, its incentives, their role, and
the time frame. Names and phone numbers of campaigh managers and
resource people should be listed. Appendix B contains some examples
of materials introducing the campaign.

Fliers, brochures, posters, news articles, and community meetings can
be used to convey this information. It isimportant to get the word out
to as many people as possible, as early as possible, about the campaign
to motivate behavior change.

To maintain awareness despite personnel turnover, information about
the campaign must be conveyed on a regular basis. For example, mate-
rials could be placed in newcomers' packets, letters could be sent to
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homes when families move in, or newcomers could be required to view a
short video as part of their base orientation.

O Information channels for targeted behaviors. The desired energy-
saving actions (see Section 4.7) should be conveyed in many different
ways, to reinforce them and to ensure that as many people as possible
become aware of them. Here are some examples of ways behaviors can
be described:

* Posters (see example in Appendix B)

* Brochures and fliers (see Appendix B)

* Children'’s art work

+ Videos where residents demonstrate the actions (see Appendix D)
* Reader boards highlighting one action each time

* Cartoon strips

* Refrigerator magnets, T-shirts, door hangers

* Workshops

* As part of displays and fairs

* On a "commitment sheet” where residents check of f the actions they
plan to do

* O